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Abstract 
 
 
The central idea of the report is to formulate an international marketing 
strategy for Transformations Ltd, a learning and development company based 
in UK for its entry in Sierra Leone market. The company wants to provide 
accredited British Leadership and Management qualification in Sierra Leone. 
 
The report uses theoretical framework for marketing analyses including 
internationalization models, entry mode, market segmentation, targeting, 
positioning and generic strategy. The report adopted qualitative, quantitative 
and secondary methods, ensuring the results are strong by triangulating the 
data. 
 
The report analyzes the strategy in term of five research questions viz. 
necessary sequence of move before entering, entry route to the market, 
market segmentation & targeting, positioning and differentiation and lastly, 
ways of generating profit in Sierra Leone. Thus the strategy summarizes all 
necessary steps needed for Transformations Ltd before and after entering 
Sierra Leone.  
 
 
 
 
 
 
 
 
 
Keywords:  International marketing strategy, sustainable competitive advantage, 
Business-to-Business (B2B) marketing, internal resource capability, Foreign 
Consumer Culture Positioning (FCCP), Competitive situation 
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1.0 Introduction   
1.1 Chapter Introduction 
 
 “Don‟t limit yourself. Many people limit themselves to what they think they can 
do. You can go as far as your mind lets you. What you believe, remember, 
you can achieve”. Mary Kay Ash – Entrepreneur. This quote truly highlights 
the aim and ambition of an UK based company who want to imprint their 
footmark on world map starting from small West African country called “Sierra 
Leone”. 
The chapter starts with a brief overview about Transformations Ltd, a UK 
based learning and development company. Following this, company‟s 
objectives are summarized in form of five research questions . The chapter 
conclude by providing the structure of whole report. 
 
1.2 Transformations Ltd: Company Overview 
 
Transformations Ltd is a personal professional and organisational 
development company based in derby, United Kingdom (Transformations, 
2011). The company was established in 2005 and was fully operational by 
2006 (Simmons-Lewis, 2009). Mrs Sonia Thompson is founder and CEO of 
Transformations Ltd. It develops and delivers a range of bespoke consultancy 
services including management and leadership training, coaching and 
mentoring, employee and community consultation and project/programme 
evaluation.  
A limited company, Mrs Thompson uses the associates-model to keep costs 
down, working with a network of colleagues to design and deliver 
programmes. Prior to setting up her consultancy, Mrs Thompson worked as a 
senior lecturer in a range of respected universities including Sheffield Hallam, 
Manchester Metropolitan, Staffordshire and De Montfort (Simmons-Lewis, 
2009). 
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Transformations Ltd wishes to consolidate its position in the UK market and 
focus on developing markets in West Africa in recognition of the specific 
pressures on the UK economy. In order to do this, the company has chosen 
Sierra Leone, a small West African country as its first destination for business 
development. It hopes to develop services which are appealing to the 
government of Sierra Leone and large companies. The company has already 
established some contacts in government and guanos. It is estimated that 
there is substantial growth for country wide development and where there is 
considerable commitment from Department for International Development 
(DFID) the European Union (EU) and international development agencies.  
 
1.3 Purpose of the study  
 
The purpose and aim of this study is to formulate an International Marketing 
Strategy for Transformations Ltd in order to explore Sierra Leone‟s market. 
The five research questions below are used in order to develop a better 
understanding of overall strategy.  
The first question will guide Transformations Ltd‟s market entry decision and 
necessary steps to be taken before entering the market, for better 
understanding of this a Holistic Internationalization Model is created. 
The second question will analyse most effective and efficient entry route for 
Transformation ltd.  
The third question develops a basic concept of target segment i.e. individual 
or organisation with similar characteristic that are considered to be profitable 
for the company. This question will further help to know different marketing 
mix such as price, product, place and process necessary to target this 
segment.  
The fourth question will show the importance of positioning in customer‟s 
mind and provide different unique selling preposition (USP) of the company 
against its competitors.  
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Finally, the fifth question will answer how Transformations Ltd will use its 
strength in generating profit. 
 The questions are as follows. 
 What will be the Transformations‟ sequence of moves before entering 
Sierra Leone?  
 What will be the entry route for Transformations Ltd in Sierra Leone? 
 What will be the market segmentation and targeting strategy for 
Transformations Ltd in Sierra Leone? 
 What will be the positioning and differentiating factors for 
Transformations Ltd to win the market place? 
 How Transformations Ltd will generate profit from its service in Sierra 
Leone? 
 
1.4 Structure of the study 
 
The entire report is organised in eight chapters which are as follows 
The first chapter describes briefly about company‟s background and purpose 
of the study. Further, it devised different research questions based on 
company objective and outlines the structure of the study. 
In the second chapter, the relevant literature on international marketing 
strategy is reviewed. The literature review touches the topics such as market 
segmentation, targeting and positioning. It also describes different 
internationalization model and entry route for foreign company. Lastly, it 
provides literature on generic strategy needed to achieve sustainable 
competitive advantage (SCA). 
The third chapter describes the research methodology adopted in the report. 
This chapter goes on more details about the different type of data collection 
used and limitation encountered while collecting data. 
The fourth chapter deals with data analysis part and act as a building block in 
formulating strategy by listing down all the macro and micro environment 
along with company vision, mission, values and objective.  The data collected 
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from primary as well as secondary sources are analysed in order of research 
questions. 
The fifth chapter gives overall international marketing strategy required by the 
company and thus answering the research question posed in introduction 
chapter. This chapter also takes a critical stand in analysing both literature 
review and data analysis and contradict or support the finding from it.  
The sixth, seventh and eight chapters describe recommendation for the 
company, limitation encountered in the study and finally conclusion of the 
study. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
International Marketing Strategy 
Transformations Ltd.  
 
  
 
Page 11 of 96 
Mohammed Touqeer Alam 
 
2.0 Literature Review 
2.1 Chapter Introduction 
 
The chapter focus on several concept concerning international marketing 
strategies. It starts with different internationalization theories necessary for 
Transformations Ltd to consider before entering its target market Sierra 
Leone. The next section briefly discusses about different entry strategies 
suitable for small and medium sized company while entering foreign market. It 
will then give views of different marketing scholars on segmentation, targeting 
and positioning strategies and will also highlight there importance for a 
company seeking business development in foreign land. The chapter will 
close by discussing about generic strategy needed to achieve sustainable 
competitive advantage (SCA). 
 
2.2 Internationalization Theories  
 
The internationalization of firms is occurring at an ever increasing pace 
(Malhotra et al., 2003). When a firm‟s domestic market becomes saturated, 
the increased investment and expansion opportunities that foreign markets 
offer becomes the next strategic move. Though internationalisation is both 
desirable and, if successful, profitable, it is a process that can be difficult to 
achieve as there is no single or set procedure to accomplish it. There are 
various models that explain the internationalization of business, the one most 
commonly referred are The Uppsala Internationalization Theory or The Stage 
Model (Johanson and Wiedersheim-Paul, 1975; Johanson and Vahlne, 1977, 
1990; Cavusgil, 1980), Eclectic Paradigm or Transaction Cost Analysis (TCA) 
Model (Dunning, 1977; 1988), Industrial Network or The Network Model 
(Johanson and Mattsson, 1988).  
Each of the models has its own strength and weakness but for the purpose of 
this study only those models are discussed which are most relevant for 
Transformations Ltd.  
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2.2.1 Eclectic Paradigm (Transaction Cost Analysis TCA) 
 
Eclectic Paradigm or Transaction Cost Analysis (TCA) Model is a traditional 
theory that is extensively used by marketers to provide rational reasoning as a 
mode of entry to international market. The foundation of this model was made 
by Coase (1937) he argued that “a firm will tend to expand until the cost of 
organizing an extra transaction within the firm will become equal to the cost of 
carrying out the same transaction by means of an exchange on the open 
market”. 
Thus TCA evaluates whether or not it is beneficial for a firm to use foreign 
agents to sell or manufacture products known as externalisation or establish 
its own production or a subsidiary in a foreign market (internalisation/ vertical 
integration) based on a cost perspective (Williamson 1975; J Whitelock, 
2002).  
Transaction costs emerge depending on the availability of agents/ distributors 
in the market the firm wants to enter. If there are many suppliers (agents) to 
choose from then they tend to perform more efficiently as there is a threat of 
replacement. This is known as perfect competition conditions where 
transactional costs are low. When the supplier range is restricted i.e. 
competition is low, the transactional cost increases as the need for 
negotiations and supervision is added and “friction" between buyer and seller 
is high (Dwyer and Oh, 1988).  
 
The TCA Model has also various limitations. Ghosal and Moran (1996) 
criticized this model as having too narrow assumptions of human nature. 
There is little emphasis on market knowledge or whether the move is in line 
with the firms objectives.  One can also question the relevance of TCA model 
to the internationalization process of SMEs (Christensen and Lindmark, 
1993). The lack of resources and knowledge in SMEs is a major force for the 
externalization of activities. Therefore SMEs are often highly dependent on 
the cooperative environment available. Also, Johanson and Mattson (1988) 
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criticise these theory‟s for the reason of being too one sided and so lean 
towards the Network Model. 
 
2.2.2 Industrial Network (Network Model) 
 
In Network Model (Coase, 1937) internationalisation is seen as a process 
wherein relationships are constantly created, developed and sustained over 
time. Internationalisation is described as an interaction process (Turnbull, 
1986) in which the “actors” build mutual trust and knowledge. These 
relationships create networks that consist of several players including 
competitors, suppliers, distributors, agents, and customers as well as 
regulatory institutions (Johanson and Vahlne, 1990). 
 
The basic assumption in this model is the dependency of individual firm on the 
resources which is controlled by other firm. The companies get access to 
these resources through their network position. (Hollensen, 2007) 
 
The network Model holds relevance and importance for today‟s international 
marketers in the fact that it offers a different perspective from that of the 
traditional models, it recognises that some firms may want to enter distant 
markets or skip certain stages such as the use of agents. It is also useful for 
marketers as explain the importance of relationships as opposed to just 
market knowledge or cost. However, its value to marketers is limited as it fails 
to show how relationships can be created or how networks can help 
overcome the problems experienced in internationalisation. 
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2.2.3 Resource Based Theory 
“When the external environment is in a state of flux, the firm‟s own resources 
and capabilities may be a much more stable base on which to define its 
identity” Grant (1991). Thus Resource Based View argues that resources that 
are valuable, rare, very costly to copy or inelastic in supply are a source of 
competitive advantage (Barney, 2007; Dierickx & Cool, 1989; Peteraf, 1993). 
Barney (2007) highlights two important attributes of resource based view. First 
one is Resource heterogeneity where firms can be thought of as bundles of 
productive resources and different firms possess different bundles of these 
resources „heterogeneity. The second one is Resource immobility which says 
that resources are either very costly to copy or inelastic in supply.  
 
Barney (2007) also categorizes different type of resources like   
Human Capital: training, experience, judgement, intelligence, relationships 
and insight of individual managers and workers 
Social Capital: Social relationships that may confer influence, control and 
power. 
Financial capital: equity, loans, retained earnings 
Physical capital: physical technology, geographic location, access to raw 
materials 
Organisational capital: Patent, Brand name, structure, planning, controlling 
and coordinating systems, culture and reputation, intra-organisational and 
inter-organisational relationships. 
 
Resource based view also suggest that in a volatile market place, the firm that 
has the best chance to succeed is one that weaves its strategy around its 
internal strength. The idea is to find a strategic fit between the firm„s Valuable, 
Rare, Inimitable and Organised (VRIO) and the market opportunity.  
 
Each of the models has its own strength and weakness as seen above. 
However, few scholars have also expressed the need to look at 
internationalisation of the firm holistically (Ricart et al., 2004) and to consider 
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their multidimensional aspects (Coveillo and McCauley, 1999). This approach 
will be presented in Finding & Discussion chapter after carefully analysing the 
model mention here as well as data collected from different sources.  
 
2.3 Market Entry Modes 
 
There are various form of entry modes in international market like contractual 
arrangements, such as licensing and franchising (Alon and McKee 1999); 
strategic alliances (Sengupta and Perry 1997; Das and Teng 2000); exporting 
(Leonidou and Katsikeas 1996;Johanson and Vahlne 1990); joint ventures 
(Buckley and Casson 1996) and Greenfield investments and mergers and 
acquisitions (Nitsch, Beamish, and Makino 1996;Dunning 1998, 2000; Hill, 
Hwang, and Kim 1990; Contractor and Kundu 1998) including wholly owned 
foreign direct investment (FDI). These concepts can be reflected in Roots 
(1994) as shown below 
 
Export Contractual  Investment 
Indirect Licensing Sole venture: new 
establishment Contract manufacture 
Direct Agent or distributor Management contracts Sole venture: acquisition 
Construction or turnkey 
contract 
Direct branch or subsidiary  Co-production agreement Joint venture: new 
establishment or 
acquisition 
Technical agreement 
Other Service Contracts Others 
Franchising 
Others 
 
Table 1: Classification of Entry Mode (Source: Root, 1994, p.6) 
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As shown in the above table, the export entry mode include transfer of a 
products or services of firm which are made in the domestic country or a third 
country, either directly or indirectly to the host market (Driscoll and Paliwoda, 
1997). The indirect exporting can be done through home country agencies like 
export management firms and trading companies. On the other hand direct 
exporting takes place when buyers from outside the local market are 
contacted by firm (Johansson, 2000). The key difference which distinguishes 
contractual and investment entry mode from the export modes is the 
intermediate or final product that is produced outside the target country (Root, 
1994). 
 
According to Root (1994) contractual entry modes is “long-term non equity 
associations between an international company and an entity in a foreign 
target country that involve the transfer of technology or human skills from the 
former to the latter.” They refer to a number of possibilities including 
management, licensing, turnkey contracts and franchising. It also includes 
technical know-how and non-equity joint ventures. When it is difficult for firm, 
due to resource constrain to exploit its competitive advantage but can help 
another party to take advantage, generally contractual arrangements are 
employed. In this situation, long-term relationship between players is usually 
established (Hollensen, 2008). 
 
Under investment mode, the firm is responsible for the control and ownership 
of facilities in the target market (Root, 1994). Investments can be done 
through Greenfield investment, merger or acquisition (Driscoll and Paliwoda, 
1997). For companies it is general practice to acquire a local company or to 
form a new establishment to set up sole venture.  
 
As each entry mode has its own advantage and disadvantage, it is very 
difficult to arrive at one that is appropriate. Anderson and Gatignon (1986) 
criticized the previous literature mentioned as irrelevant and devoid help. 
Johansson (2000) put forward an matrix of entry mode as shown below 
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Company Strategic 
Posture 
Product/Market Situation 
Emerging High-
Growth 
Mature Services 
Incremental Indirect 
exports 
Indirect 
exports 
Direct exports Licensing 
alliances 
Protected Joint 
venture 
Indirect 
exports 
Alliances/Licen
sing 
Licensing 
Control Wholly 
owned 
subsidiary 
Acquisition/ 
alliances 
Wholly owned 
subsidiary 
Franchising/ 
alliances/ 
exporting 
 
Table 2: Matrix for entry mode (Source: Johansson 2000, p.171) 
 
Three strategic postures can be seen from above table. Incremental posture 
means that for some time there is stability in entry and other options are also 
open.  In case of protected posture, firm has patentable know-how or trade 
secret which is well protected or has a large potential to explore foreign 
market. Lastly, control posture is used for companies whose have enough 
competent to remove local market obstacle (Johansson, 2000). 
 
The table also classified product/market situation. Emerging market are those 
markets that recently open up due to political changes. They lack distribution 
alternatives and have minimal infrastructure which can be consider as good.  
This type of market is risky as there is chance of default payment. High-
technology markets can be considered as high growth market. This type of 
market is in fast-growing countries, including the newly industrialized states 
and developed economies. In this market fast mover advantage is easily 
notable.  There is immense opportunity to see growth of sale, if an entrant can 
establish himself as leaders. In advanced economies many market are 
considered as “mature”. Instead of speed in penetration, loyalty maintenance 
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and presence establishment as the significant tasks in the mature stage 
(Johansson, 2000).  
 
2.4 Market Segmentation and Targeting  
 
After the company decides which entry mode to adopt, the next big question 
in front of it is which customer to serve? How to approach and communicate 
to those customers and how to retain them for long time? All these questions 
are answer in this section. According to Ghauri & Cateora, (2010) the purpose 
of market segmentation is to identify relatively homogeneous groups of 
consumer with similar consumption patterns. There are other market scholars 
who have proposed a different definition of market segmentation. For 
example, Jobber (2009) defines market segmentation as “Identification of 
individuals or organisations with similar characteristics that have significant 
implications for the determination of marketing strategy” and according to 
Kotlar et al. (2008) through market segmentation, companies divide large, 
heterogeneous markets into smaller segments that can be reached more 
efficiently and effectively with products and services that match their unique 
needs 
 
As economies prosper and living standards improve, customers demonstrate 
distinctiveness in their product and service requirements and buying 
behaviour (Dibb and Simkin, 1997). Therefore, it is very difficult for the 
marketers to offer products and services which can satisfy everyone‟s need. 
Thus, market segmentation is an important aspect of marketing in this 
industrialize world as products and services can no longer produced and sold 
without considering customers needs and recognising the heterogeneity of 
that need (Wedel and Kamakura, 1999; McDonald and Dunbar, 1995). A 
market segment has four components:  
(1) It must be identifiable. 
(2) It must be economically reachable. 
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(3) It is more homogeneous in its characteristics than the market as a whole & 
(4) It is large enough to be profitable (Ghauri & Cateora, 2010). 
 
As inference from point 3 that the company needs to identify homogeneous 
segment in a larger context than culture group or national boundaries. This 
will allow the company to craft specific product/ service and value proposition 
to individual customers and prospects (Feldman, 2006). 
In micro context, in order to successfully choose and target the right market, 
the marketers‟ task is not to create the segment but to identify the segments 
and decide which segments they want to target (Kotler and Keller, 2009). 
There are various ways in which marketers could group and segment their 
customers.  Jobber (2007) proposed that a market can be divided into three 
ways viz. behavioural (Purchase behaviour, usage, perception and beliefs) 
psychographic (Lifestyle and Personality) and profile (Demographic, socio-
economic and geographic) 
 
In addition to this approach many scholars choose to divide market based on 
geographic and demographic variable as it is easy in term of statistical 
analysis and thus easy to distinguish (Moscado et al., 2001). However, 
Hassan and Craft (2005) argue that this segmentation effort ignored the 
importance of psychographic and behavioural factors as there was an 
inadequacy of the understanding of homogeneity related to buyers‟ 
responsiveness to the global marketing program. It should be noted that 
although customers have the same background regarding race, culture 
nations, countries, gender, income and education, it does not mean that they 
share the same needs and preferences. As a result, psychographic and 
behavioural segmentations are viewed as better basis for segmentation as 
they explain consumption behaviour and satisfaction with products and 
services (Moscado et al., 2001).   
 
After distinguishing this segment, one or several segment are chosen as 
target market and tailored marketing mix is developed in accordance with 
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group characteristics, to establish a long-term, positive interaction in order to 
meet the requirements of the target market (Lin et al., 2004).  
The next step after knowing the customer and ways to approach them is the 
company positioning, which is discuss in next section. 
 
2.5 Positioning and Branding 
 
Positioning is defined as creating an image of product or service and its 
quality in customers‟ mind (Ghauri & Cateora, 2010). This means that better 
we understand customers‟ mind, the better we understand how positioning 
work.  It is one of the key elements in the successful marketing of any 
organisation in any market (Hollensen, 2008). If a service companies like 
Transformations don‟t have clear positioning in the customer‟s mind, it will be 
difficult for them to become market leader and command premium price for its 
service.  
 
Closely linked to positioning is the question of branding. The basic purposes 
of branding are the same everywhere in the world. In general, the functions of 
branding are as follows 
(1) To distinguish a company‟s offering and differentiate one particular 
products or services from other. 
(2) To create identification and brand awareness. 
(3) To guarantee a certain level of quality and satisfaction and  
(4) To help with promotion of the product. 
 
As stated by (Aldenet et al., 1999) there are different cultures positioning 
strategies through which brand positioning can be achieved 
Global consumer culture positioning (GCCP): It identifies the brand as a 
symbol of a given global culture. It does so using meaning transfer 
(McCracken, 1993), an advertising process through which the brand is 
associated with other signs that reflect this cultural orientation (e.g., language, 
aesthetics, themes). 
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Foreign consumer culture positioning (FCCP): It identifies the brand as 
symbolic of a specific foreign consumer culture. A brand‟s whole personality, 
use occasion, and/or user group are associated with a foreign culture (e.g. 
Gucci) 
Local consumer culture positioning (LCCP): It identifies the brand with 
local cultural meanings, reflects the local culture‟s norms and identities, is 
portrayed as consumed by local people in the national culture, and/or is 
depicted as a locally produced for local people (e.g. Budweiser in domestic 
market) 
 
Positioning and Branding is thus considered a systematic way to find a 
window into the customer‟s mind. It has to be done at the right time and under 
the right circumstances (Ghauri & Cateora, 2010). 
Segmentation 
 
 
 
Targeting 
 
 
 
 
Positioning 
 
 
 
Figure 1: Segmentation Targeting and Positioning Process (Source: Kotler et al., 2008) 
 
 
 
 
Identify bases for segmenting the market 
Develop profiles of segments 
 
Develop measures of segment attractiveness 
Select Target segments 
 
Create superior customer value 
Develop marketing mix 
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2.6 Sustainable Competitive Advantage (SCA) 
 
Once the company select a segment, target it with proper marketing mix and 
created positioning strategies, it must develop a systematic plan to create 
long term relationships (Doyle, 1995). Company needs to adopt a generic 
strategy so that it can be applied as an overall strategy across markets and 
services to attain Sustainable Competitive Advantage (SCA) (Ghauri & 
Cateora, 2010). According to Porter (1998) “Firms, which have obtained 
sustainable competitive advantages, can reach a success.”  
 Lower Cost Differentiation 
Broad Target Cost Leadership Differentiation 
Narrow Target Cost Focus Differentiation Focus 
 
Table 3: Generic Strategy Choice (Source: Porter, 1985) 
 
Generic strategy is of three types, 
Cost-leadership strategy – the firm strives to be the lowest-cost supplier and 
thus achieve superior profitability from an above-average price–cost margin.  
(Product) differentiation strategy – the firm strives to differentiate its product 
(or service) from rivals‟ products, such that it can raise price more than the 
cost of differentiating and thereby achieve superior profitability.  
Focus strategy – the firm concentrates on a particular segment of the market 
and applies either a cost-leadership or a differentiation strategy (Porter, 
1998). 
 
According to Ghauri & Cateora (2010) service marketers must have a good 
understanding of their special competitive situation to achieve sustainable 
competitive advantage. Transformations Ltd needs to understand quickly 
about Sierra Leone market as it will face many competitors in this market. 
That is why competitive approach is very important in this case and it will be 
discussed in further chapters of the report.  
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2.7 Chapter summary 
 
The chapter summarize the review of existing literature in international 
marketing strategy and explains the steps needed for marketing decisions. 
Different internationalization models help in getting a good overview of 
different measures needed before entering the market. This chapter presents 
different entry mode suitable for Transformations Ltd. It also discusses theory 
on segmentation, targeting and positioning strategies needed by 
Transformations Ltd for entering Sierra Leone market. Lastly, it provides 
theories on generic strategy require for achieving sustainable competitive 
advantage. This chapter form the basis to confirm and contradict the finding 
from other different sources like primary and secondary data in Data analysis 
chapter 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
International Marketing Strategy 
Transformations Ltd.  
 
  
 
Page 24 of 96 
Mohammed Touqeer Alam 
 
 
3.0 Research Methodology 
3.1  Chapter Introduction 
 
Methodology according to (Strauss and Corbin, 1998) provides a sense of 
vision and act as a guideline of were researcher should go with the research. 
It is also understood as a system of methods and rules to facilitate the 
collection and analysis of data (Hart 1998, p. 28).  This chapter gives an 
overall description and explanation of different methodologies adopted in 
order to conduct this study. It also highlights why one form of methodology is 
preferred over other and key limitations encounter during data collection  
 
3.2 Research strategy 
 
The report tried to explore the untapped market of Sierra Leone a west 
African country for which very little research had been done in past. It was 
important to choose proper methodology as it will guide how the data will be 
collected, how it will be analysed and interpreted, and it is a major influence 
upon the outcomes of the study (Mauch and Park, 2003). For the purpose of 
collecting data, all possible methods of data collections such as qualitative, 
quantitative and secondary data have been looked, ensuring that the 
conclusions are strong by triangulating the data. 
 
The qualitative research methods such as in-depth interviewing, focus group 
and ethnography (Bryman, 2004)  is more flexible and allows access to some 
unexpected issues in areas which might not be foreseeable at the time of 
research planning or framing the research questions (Creswell, 1994). 
Qualitative research follows a predominantly inductive, and discovery 
oriented, approach (Bryman, 2004; Deshpande, 1983), embodying a view of 
social reality as a constantly changing property of individuals‟ perceptions 
(Bryman, 2004), and aiming to get an “insider‟s” perspective (Deshpande 
1983, p. 103) of the phenomena under study.  Nonetheless, there is limitation 
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of this strategy as it is criticized for its problem of interpretation and 
generalization, its lack of scientific rigours which could discredit the entire 
process.  In case of this study, it was difficult to get any focus groups who 
know about Sierra Leone in UK but fortunately some key personnel, who often 
used to visit Sierra Leone for their business purposes and close to Mrs Sonia 
Thompson (Appendix A, Profile 1) CEO of Transformations Ltd, interviews 
were taken. These interviews were proved to be very useful in analysing data 
at later stage.  
On the other hand, the quantitative research such as questionnaire, internet 
survey, mail survey etc. emphasis quantification in the collection and analysis 
of data (Bryman, 2004). It is often considered to incorporate a positivist 
orientation and a view of reality as an external and objective reality (Bryman, 
2004), which should be apprehended taking an “outsider‟s” perspective, 
distant from the data (Deshpande 1983, p. 103).  In case of this study, due to 
less number of people who know Sierra Leone lived in UK, survey and 
questionnaire were methods employed to contact people living outside UK. 
However, there is limitation in this method that it relies upon researcher‟s 
skills and knowledge of interpreting the collected data. 
Hence, considering the benefits and drawback of both methods, it can be 
justified to use both of it. This could provide more meaningful results and will 
be better way of proceeding. 
 
3.3 Data Collection Methods 
 
Data Collection Methods used in the study consist of both primary and 
secondary methods.  
 3.3.1 Primary Methods 
In this method, both interviews and questionnaire were used to collect 
data. Interviews were done to key personnel of Transformations Ltd 
and people belonging to Sierra Leone who are working in this country. 
Questionnaires method was used for the people whom it was difficult to 
meet or who work in Sierra Leone. 
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Questionnaire 
The questionnaire was designed in the form of web survey with the 
help of online web-survey creating site known as Survey Monkey.  The 
advantage of this method over traditional methods is that the 
respondents can work on their own speed and can save their work 
whenever they feel exhausted.  Both subjective as well as objective 
styles of questions were used in questionnaire to encourage 
respondents to give feedback from their real-life experience as well as 
spending less time on it.   
 
To make the questionnaire easy to understand and relevant, pilot 
questionnaires were sent to four people, two of them were directly link 
to training sector as well as Sierra Leone and other two had no prior 
experience of either the industry or Sierra Leone. It was difficult to find 
people having current knowledge of Sierra Leone which results in less 
sampling size (altogether 10 respondents).  
 
The questionnaire was sent as a link to their email-ids. This approach 
is better than attaching the questionnaire in mail because attachment 
take space and people don‟t like there inbox to fill quickly. 
 
Questionnaire Design 
A set of 15 questions were used (Appendix B) which have been divided 
into the following sections 
1. Background Information 
2. Transformations‟ sequence of move before entering Sierra 
Leone 
3. Entry route in Sierra Leone market. 
4. Segmentation and Targeting. 
5. Positioning and Differentiation & 
6. Profit Generation. 
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Sections 1, 2, 3, 4 and 5 were based upon the literature review done 
before, with a view to be able to confirm (and in a few cases contradict) 
the findings reported. Sections 6 cover additional questions on issues 
for which no relevant literature could be found. These sections 
therefore fill certain gaps in the literature and the aim was to get a 
further understanding of the Sierra Leone market. 
 
Interview 
Our methodology also consisted of semi-structure interview with open-
ended question to encourage meaning response from respondents. 
The questions asked in interviews were slightly different then questions 
stated in the questionnaire. The advantage of using semi-structure 
interview as stated by DiCicco Bloom & Crabtree (2006) allows other 
questions to emerge from the dialogue between interviewer and 
interviewees. It was also important in the sense as the researcher talk 
to different people they gain new point of view a new insight which they 
have never thought about.  According to Ritchie and Lewis (2003) the 
conversation is not just a simple conversation between the groups but 
rather it is conversation with purpose. 
 
3.3.2  Secondary Methods 
This method is extensively used to gather data about the Sierra Leone 
current business environment and other factors related to business 
development. According to Saunders et al. (2001), secondary research 
includes both raw data and published summaries. For the purpose of 
this study only the reliable and most authentic secondary research1 has 
been used.  For journals and articles, data and information based on 
their relevance is screened. 
This method also offers lot of benefits.  As it was already collected for 
some other purpose, it save time and cost (Ghauri et al., 1995). It can 
                                                          
1  Secondary data such as Central Intelligent Agency (CIA), Sierra Leone Chamber of Commerce, 
Industry & Agriculture (SLCCIA), The World Bank, Federation of West African Chamber of Commerce 
and Industry (FEWACCI), Sierra Leone Export Development and Investment Corporation (SLEDIC) 
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be located quickly, easily and inexpensively. As these data are 
collected from reputable organization and researchers, they are 
supposed to be of higher standard. 
 
3.4 Sampling 
 
Sampling is a critical stage in data collection as it determines the degree of 
validity and rigour of the study.  Cooper and Schindler (2008) suggest that 
researcher should keep on researching as long as the depth and breadth of 
the issue can be expanded and one should stop when there is no knowledge 
obtains from the research. Sample size can vary from few respondents to 
thousand of them, the importance is the insight and not the number of 
respondents in the research (Wainwright, 1997).  
According to MacDougall and Fudge (2001) sample should be purposive 
rather than random so that it will give rich data. This type of non-probabilistic 
sampling intends to identify groups of people who either possess 
characteristics or live in circumstances relevant of the social phenomenon 
being studied (Mays and Pope, 1995).  In case of Transformations Ltd, 
purposeful sampling method is used in which people directly or indirectly use 
training and development services, thus it include NGOs who provide training 
to people for different purpose, government department & private companies 
who need  to train their internal staff on different management qualification. 
 
3.5 Data Analyses Framework 
 
The below diagram summarized the approach used in collecting the data. In 
the first & second steps, data were collected and categorized under proper 
primary and secondary sources. In the third step, response from the 
questionnaire were then consolidated and summarize in order of research 
questions (Appendix B), it is then compared and triangulated with interview 
feedback which in turn compared with literature review. This way helps to get 
better and through understanding of various pieces of data 
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Last step analyse this collected data in Data Analyses section.  
 
 
 
  
 
 
 
 
 
 
 
 
Figure 2: Data Analyses Framework (Source: Author‟s Analysis) 
 
3.6 Limitations 
Apart from various limitations the very first difficulty encounter was getting 
relevant and authentic data. Very few information was available on current 
business environment and data was not properly organised in one place. 
Other general limitation is that research only represents the view from the 
sample selected and result cannot be generalized to the wider research 
community. 
There are also certain limitations in terms of data collection which is listed as 
below 
i) Questionnaire  
The first limitation of the questionnaire was its subjective nature, effort 
was made to reduce the number of subjective questions but still for 
some questions it was not possible to use objective type of question. 
Due to subjective nature of some questions, interpretation of these 
questions by different respondents was main concern, which can 
hamper the reliability and validity of the response. Thus to sought out 
the reliability problem every responses were analysed thoroughly and 
Primary and Secondary Data 
Collected data under proper 
categories (Questionnaire, 
Interview, Secondary Research) 
Consolidate and summarize data 
under proper research questions 
Questionnaire against Interview 
finding  
Interview response against literature 
review 
Performed Analysis on the collected 
data 
Clarify Data 
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for those response which seems to be vague and little bit unreliable 
clarification were sought via e-mail or telephone. 
The second limitation was the response rate, although difficult to get 
100% response, 56% of respondents respond to our questionnaire. 
Since the questionnaire was designed in form of web-survey by using 
Survey Monkey, it was very easy to track the response from different 
people. The follow up was limited to one email as the response was 
completely voluntary. 
The last limitation was the lack of updated information from the 
respondents. As more than half the respondents contacted stay away 
from Sierra Leone, they were not aware of the most recent news about 
it. However, there response was compare with the other half and 
wherever possible clarification was sought from them through e-mail. 
 
ii) Interviews 
The first limitation in the interview was the open-ended questions 
asked to interviewee. They found it little difficult to answer, as pointed 
by Biggam (2008) interviewee might be tempted to give answer that 
show them in good light or which they think will please the interviewer.  
The second limitation was regarding confidential information. As some 
of the information is consider confidential within the organisation, that 
question could not be asked from the respondents. The third limitation 
was in fact timing, some of the interviews were cancelled due to 
interviewee unexpected meeting or travel and due to scarcity of time 
not able to follow them again. 
 
iii) Secondary Data 
The Secondary data collection also had few limitations. For some of 
the cases it was not possible to get the latest data possibly due to 
unavailability of the latest report for the public access. However, all 
attempts were made to get the most recent and updated information 
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and only in the absence of resource, the older data was used to give 
better understanding of certain issues. 
 
Despite all these above limitations and measures it is believe that finding in 
data analyses and discussion part are capable of supporting the conclusion 
made in the conclusion part.  
 
3.7 Chapter Summary 
The chapter provides information regarding research methodology used to 
conduct this study. The study adopted quantitative, qualitative and secondary 
data collection methods, ensuring that the conclusions are strong by 
triangulating the data. The mixed method is adopted to meet the objective of 
uncovering as much information as possible regarding Sierra Leone market. 
The chapter also explain about sampling methods which is considered as an 
important part of the study. Data Analyses Framework beautifully summarized 
the approach used in data collection. Finally, all the limitations faced during 
data collection are presented in the end of the chapter. 
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4.0 Data Analysis 
4.1  Chapter Introduction 
 
The chapter‟s aim is to present and analyse the findings from different 
sources such as interview, questionnaire and secondary data. The chapter 
starts with external and internal environment analysis of Sierra Leone. It then 
proceeds with the analyses of different competitors in order to have a good 
understanding of current market‟s behaviour. The rest of the chapter is 
organised in term of answering the research questions viz. necessary 
sequence of move before entering, entry route to the market, market 
segmentation & targeting, positioning and differentiation and lastly, ways of 
generating profit in Sierra Leone. The findings from this section will help in 
formulating the international marketing strategy and creation of holistic 
internationalization model in finding and discussion chapter.  
   
4.2 The Market Environment 
 
 
 
Figure 3: The Marketing Environment (Source: Story, 2010) 
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According to Brownlie (1999) the market environment consists of the external 
forces that directly or indirectly influence the firms‟ goals, structure, plans, 
procedures, operations, performance, and so on. Environment analysis is the 
study of these forces; the relationship between them; their effects and 
potential impact on the organization.  
The external analysis includes the realisation of the micro environment in 
which a firm operates and the attributes of the industry that the firm belongs 
to. On the other hand, internal analysis helps to determine the strengths and 
weaknesses of a firm and then helps the firm to conceive and implement 
strategies that can exploit opportunities or neutralise the threats that may exist 
(Porter, 1980).  Political, Economic, Social and Technological (PEST) 
framework is used in this study to analyze external environment where as five 
forces and Threat, Opportunity, Weakness and Strength (TOWS) framework 
are used for industry and internal environment analysis respectively. 
 
4.3 External Environment Analysis 
 
4.3.1 PEST Analysis 
The PEST approach is used to identify key factors of macro-environmental 
and trends affecting the company.  According to Brownlie, (1999) “PEST 
analysis casts attention towards the remote areas of community and 
institutions where developments could be under way which in the longer term 
would impinge on the firm‟s position in its current products and supply 
market”. 
 
 Political: 
 
 (+ve) END OF CIVIL WAR: Sierra Leone is recovering from a 10-year civil 
war which ended in 2002. The government concluded the disarmament, 
demobilisation and reintegration of rebel forces in 2004. Security in 
neighbouring Liberia has improved and will enhance stability in Sierra 
Leone (BBC NEWS, July 2011).  
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 (+ve) POLITICAL STABILITY: Ernest Bai Koroma was sworn in as Sierra 
Leone's new president on 17 September 2007. The government is more 
favourable towards economic development, creating jobs and economic 
development. (BBC NEWS, July 2011) 
 (-ve) CHIEFDOM AUTHORITY PROBLEM: The basic unit of local 
government outside the Western Area has generally been the chiefdom. 
While district and town councils are responsible for service delivery, 
chiefdom authorities maintain their own infrastructure of police and courts, 
which are funded by local taxes (Euromonitor International, Aug 2011) 
 (-ve) CORRUPTION: Corruption remains rampant, causing Western 
donors to cancel many of their plans for aid. (Euromonitor International, 
Aug 2011) 
 (+ve) NEW FDI LAW: The government passed the Investment Promotion 
Act in August 2004 to attract foreign investors and has been working with 
international financial institutions to lower its administrative barriers to 
trade also in 2007, the Sierra Leone Investment and Export Promotion 
Agency was created to assist investors by creating a "one stop shop" for 
starting a business (US Department of State, Aug 2011) 
 (-ve) SLOW JUDICIAL SYSTEM The judicial system is slow and inefficient 
and is widely reported to be corrupt. The UK Government is undertaking a 
multi-million dollar judicial reform program. (US Embassy Sierra Leone, 
2011) 
 
Economic 
 
 (-ve) SLOW ECONOMIC GROWTH: The economy began to slow in the 
second half of 2008 and performance deteriorated further in 2009. 
Weakening demand for exports and a slump in remittances were all part of 
the problem. Signs of a modest recovery appeared in the fourth quarter of 
2009 however Sierra Leone remains bottom of UN's league for human 
development. (Euromonitor International, Aug 2011) 
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 (-ve) LESS AID AND FDI FROM ABROAD: The downgrade of USA AAA 
rating to AA+ by Standard and Poor and fear of second recession in Euro 
zone countries result in less Aid from these countries. FDI is decreased 
from past 4 years and in 2009 it was 28.1 mn US$. (Euromonitor 
International, Aug 2011) 
 (+ve) EASY TO DO BUSINESS: In 2010, the International Finance 
Corporation's "Doing Business" guide ranked Sierra Leone 4th out of 16 
West African countries and 26th out of 53 African countries in terms of 
ease of doing business. 
 (+ve) GROWTH IN INFRASTRUCTURE: Since 2007, the Government of 
Sierra Leone has tripled and quintupled public spending for development 
and anti-poverty measures, respectively, through infrastructure 
improvement (particularly road and school construction) and a free health-
care program for pregnant women, lactating mothers, and children under 5 
years. 
 (-ve) INCREASE INFLATION: The inflation was 16.5 % in 2010 which is 
greatest among previous five years. (Euromonitor International, Aug 2010) 
 (-ve) INCREASE IN UNEMPLOYMENT: Unemployment is excessively 
high while around 70% of the population lives on less US$1 per day. 
Although the legal monthly minimum wage has been increased, it is still 
very low. Businesses face a host of problems including a shortage of 
foreign exchange, widespread corruption, a dilapidated infrastructure and 
uncertainty in the wake of the civil war. (Euromonitor International, Aug 
2010) 
 
Social 
 
 DEMOGRAPHIC: Sierra Leone has 5.7 million populations with annual 
growth rate of 2.216 %.  The life expectancy is less than 50 years for both 
men and women. 
 FREEDOM OF SPEECH: Civil rights and religious freedoms are 
respected. A critical press continues to operate, although journalists and 
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editors are occasionally arrested for publishing articles the government 
considers inflammatory 
 (-ve) POOR MEDICAL FACILITIES AND LOW LIFE EXPECTANCY: The 
country has one of the lowest life expectancy rates in the world. Medical 
facilities in Sierra Leone fall critically short of U.S. standards. Presently the 
only reliable facility is located 45 minutes outside Freetown. (US Embassy 
Sierra Leone, 2011) 
  (-ve) LOW LITERACY RATE: Adult literacy according to the 2004 
Population Census is approximately 39%. This is a very low adult literacy 
rate. As shown in the table below, nationally, 29 percent of females can 
read in a language, compared to 49 percent for males. 
 
Figure 4: Literacy rate in Sierra Leone (Source: Euromonitor International, Aug 2011) 
 
 (-ve) SHORTAGE OF SKILLED PEOPLE: There is a shortage of skilled 
workers and professionals. Many judges, lawyers, doctors, civil servants, 
engineers, and other professionals left the country and those who remain 
often lack the means to carry on their duties properly(US Embassy Sierra 
Leone, 2011). 
 (+ve) INCREASE AWARNESS TOWARDS EDUCATION: Planning for 
increases in enrolment at all levels and a projected 2.9 million school-age 
population by 2015 
 
Technological 
 
 (-ve) UNRELIABLE POWER SUPPLY: Power supply is very less 
throughout the day which is barrier for establishing new business. The 
country is entirely dependent on imports for most of its energy 
requirements, though there is some coal. There are no hydroelectric 
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facilities. Sierra Leone has one refinery with a capacity of 10,000 barrels 
per day. (Euromonitor International, Aug 2011) 
 (-ve) HIGH INTERNET PRICE: There has been a boom in Sierra Leone‟s 
telecommunications industry, and there are currently five cellular phone 
service providers and five internet service providers, including high speed 
internet. Cellular coverage is not yet complete throughout the country, and 
the price of internet service is still high.  
  
From above PEST analysis, it can be infer that Sierra Leone will be going to 
see various business development opportunity as government is now stable 
and there are various laws which make the business environment favourable 
for foreign business. Being an English speaking country with awareness 
towards education make it more favourable for training and development 
company from UK. On the other side, there are various downfalls, corruption 
is major problem in Sierra Leone which is eating the root of economy. 
Infrastructure is poorly developed though sign of recovery can be seen. 
Uncertain power source and high internet price will pose problem for a 
company looking to implement e-learning training methodology. 
 
4.3.2 Five Forces Analysis 
 
 
Figure 5: The Five Competitive Forces That Shapes Strategy (Source: Porter, Jan 2008) 
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The Five Forces approach (Porter, 1980) in this study is used to analyze the 
competitive environment of the training market in Sierra Leone. According to 
Porter, (1980) words “Every industry has an underlying structure, or a set of 
fundamental economic and technical characteristics, that gives rise to these 
competitive forces.  The strategist, wanting to position his company to cope 
best with its industry environment or to influence that environment in the 
company‟s favour, must learn what makes the environment tick” 
 
Threat of new entrants (HIGH) 
 (-ve)The relatively low entry barrier for e-learning can be seen as a 
weakness, since it attracts a lot of new entrants into the market, thereby 
adding to the industry's excess capacity. (Keynotes, 2006) 
 (+ve)Even though there is less Foreign Direct Investment (FDI) from 
abroad, there is increase in government funding as well as funding by 
multilateral donors like World Bank (through IDA), the African 
Development Bank through the (AfDF) which make the market more 
attractive to new entrant. 
 (+ve)According to a report by Sierra Leone chamber of commerce, 
industry and agriculture (SLCCIA) there is  no limitation on market access 
for learning and development companies except approval from minister of 
education 
 
Bargaining power of suppliers (HIGH) 
 (+ve)According to SLCCIA database there are only few local company and 
two or three international organisation involve in the field of training, 
monitoring and consultancy. 
 (+ve)Lack of quality education, human and material resources and access 
to these resources increases bargaining power of suppliers. 
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Bargaining power of buyers (LOW) 
 (+ve)Brain drain at higher education level has created a vacuum for highly 
skilled people thus creating need for training companies who develop 
skilled people.  
 (+ve)Preponderance of untrained and unqualified teachers in the 
education system will move the crowd towards training companies. 
 (-ve)Less to negligible trained personnel for pre-schools, distance 
education and skills training will be disadvantage for training companies as 
they themselves require trainer to train people. 
 (+ve)Expanding enrolment rate due to awareness of education will be 
beneficial for training companies as it will increase awareness towards 
education. 
 
Threat of substitute (LOW) 
 (-ve)Growth in infrastructure by the government will decrease the cost of 
education and thus face-to-face learning will be dominated which will be 
disadvantage for companies looking for e-learning. 
  (-ve)Different growth facility programme by the government will raise the 
quality level of existing education level making foreign accreditation and 
training less attractive 
 
Rivalry of existing competitors (LOW) 
 (+ve)Less number of foreign as well as training providers as stated by 
SLCCIA in Sierra Leone decreases the rivalry among the existing 
competitors. 
 (-ve) Price- sensitivity of Sierra Leone market will increase rivalry among 
competitors. 
 
Overall Attraction (HIGH) 
In summary the market is attractive with very less foreign and local 
competitors in the market, which will in turn increase the chances of charging 
premium price from the customers. Also, it will take time for local education 
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system to be in par with foreign counterpart which in turn create void in the 
market, to be fill by accredited foreign training providers. Low entry barrier will 
attract other well-renowned foreign training providers to serve this market. 
This will increase competition in the marketplace. 
 
4.4 Internal Environment Analysis 
 
4.4.1 TOWS Analysis 
The TOWS Analysis is used to weigh up the company‟s internal strengths and 
weaknesses against external opportunities and threats. (Dobson et al.  2004, 
Best 2009). 
 
THREATS OPPORTUNITY 
1. Declining economic climate set to 
remain through 2011 according to 
bank of England latest forecast. 
1. Reduction in intake of international 
students in UK means more 
students want foreign education to 
be available in their home country. 
2. Companies like American Resource 
Training System (ARTS) are wishing to 
provide similar training in Sierra Leone 
market 
2. The British education brand is 
strong in Sierra Leone therefore 
greater chances for UK based 
companies to penetrate market 
3. Corruption in the economy restricts 
many western donors plan for aids. 
3. New government favourable for 
economy development means more 
chances of foreign companies to set 
up business.  
4. Poor IT infrastructure, less reliable 
power supply and high internet price 
restrict companies growth in the 
market 
4. New and improved business 
investment laws will help companies 
flourished quickly. 
5. Low entry barrier will increase more 
foreign companies to establish their 
base here. 
6. Shortage of skilled labour in the 
market will create opportunity to fill 
the gap 
 7. Increase Awareness of education 
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due to recent development will help 
generating needs for more skill. 
 8. Institute of leadership and 
management (ILM) is continuing to 
develop new programmes means 
more customize training to people 
 9. Opportunity to gain some 
experience of the African context in 
Zambia later this year for the 
company 
WEAKNESES STRENGTH 
1. Lack of human resources in the 
company 
1. Learning specialist with very good 
networking in UK, access to many 
subject and training specialists 
mean that the costs can be kept low 
by contracting with (rather than 
employing) people for delivery of 
specific courses 
2. Limited finance is major constrain in 
expanding in UK and overseas.   
2. Management and leadership 
experience of more than 20 years 
3. Insufficient knowledge of the West 
African context 
3. Experience in education 
management 
4. Little experience and knowledge of 
marketing strategy 
4. Experienced in on-line and blended 
learning – including working for the 
open university 
5. Small size and infrastructure of the 
business in UK means less attention in 
foreign market. 
5. Access to an IT specialist in on-line 
learning who will be commissioned 
to create and maintain the IT 
framework for course delivery 
 
Table 4: Transformations‟ TOWS Analysis (Source: Author‟s Analysis) 
 
From the TOWS Analysis we can see that company has strong expertise in 
training field which will help them to position in the market easily. There are 
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number of opportunities on which company can build upon like growth in 
Sierra Leone, strong British education brands and restricted inflow of foreign 
students in UK. On the other hand, Transformations Ltd should also not forget 
about economic uncertainty in UK which is one of the biggest sources of 
grant. This may threaten the financial condition of the company. The 
competition in the market is not very intense but companies like American 
Resources Training System (ARTS) have good resources and service which 
might create problem in future (More detail about competitors are in next 
section). Poorly developed IT infrastructure with unreliable power supply and 
high internet price will increase e-learning training cost for both the company 
as well as for customer resulting in reduce profit. Corruption is also 
widespread which deter many western aid agencies to cancel their plans for 
aids. Nevertheless, with these entire problems the country is open for foreign 
investment and SMEs like Transformations Ltd being in training sector has 
better chance to gain advantage in this market. 
 
4.5 Competitor Analysis 
 
The study of competitor analysis (Hamel & Prahalad, 1990; Porac & 
Thomas, 1990; Porter, 1980, 1985; Zajac & Bazerman, 1991) occupies a 
central role in strategy. Competitors are defined here as firms operating in the 
same industry, offering similar products, and targeting similar customers 
(Chen, 1996). A primary objective of competitor analysis is to understand and 
predict the rivalry, or interactive market behaviour, between firms in their 
quest for competitive position in an industry (Caves, 1984; Porter, 1980; 
Scherer & Ross, 1990). 
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4.5.1 The African Foundation for Development in Sierra Leone 
(AFFORD-SL) 
 
Company Background 
The African Foundation for Development in Sierra Leone (AFFORD-SL) seeks 
to facilitate the creation, protection and maintenance of jobs through practical 
support of Micro, Small and Medium Enterprises (MSME). 
The organisation relies on support from the African Diaspora who partner with 
Sierra Leoneans on the ground to provide investment and input on business 
training through the deployment of Business Coaches and Advisors. 
Businesses through AFFORD-SL in Sierra Leone are able to receive direct 
technical support, coaching and mentoring. AFFORD-SL advocates, lobbies 
and facilitates a conducive enterprise environment in Sierra Leone (AFFORD 
SL, 2011) 
Company‟s Objective 
 To organise relevant business support for small and medium enterprises in 
Sierra Leone 
 To ensure new businesses get the necessary skills to enter and compete 
in the Sierra Leone economy 
 To empower aspiring entrepreneurs through practical business training 
services 
 To improve the socio-economic status of women, youth and marginalised 
communities 
 To provide non-financial and technical support for business sustainability 
 To enhance the competitiveness and capabilities of small enterprises 
through co-ordinated services 
 To ensure equitable access for small enterprises to business support 
services through partnerships 
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SWOT Analysis  
STRENGTH WEAKNESS 
1. Strong partners like Comic Relief, 
Department of international 
Development (DFID), Oxfam etc. 
1. Being a non-commercial 
organisation makes it less 
competitive against commercial 
organisation. 
2. Good reputation on delivering services 
like technical support, coaching and 
mentoring 
2. No e-learning model for its courses 
3. Experience and well-versed employee. 4. Mainly active in Small and Medium 
enterprises. 
OPPORTUNITY THREAT 
1. Increase in government funding and  
multilateral donors like world bank and 
African development bank 
1.  Slow economic growth of Sierra 
Leone market 
2. New job creation and economic 
development plan due to political 
stability. 
2. Corruption in the economy restricts 
many western donors plan for aids. 
3. Less well recognise organisation in 
learning and development sectors. 
3. Low entry barriers will increase             
more foreign companies to establish 
their base here. 
4. Shortage of skilled labour in the 
market will create opportunity to fill the 
gap 
 
 
Table 5: AFFORD-SL SWOT Analysis (Source: Author‟s Analysis) 
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4.5.2 AFRICARIBE Micro Enterprise Network (AMEN) 
 
Company Background 
 
AFRICARIBE Micro Enterprise Network (AMEN), Inc. is a Christian non-profit 
organization located in Philadelphia, PA with a second location in Lithonia, 
GA, U.S.A. This organization is working to empower women, youth, informal 
sector operators, immigrants and the poor throughout Africa, South America, 
the Caribbean and the USA. They strive to offer Business Development 
Services (BDS), social and spiritual support to millions of people in these 
regions (AFRICARIBE, 2011). 
 
Company Objective 
 To facilitate knowledge/ resource sharing, provide information, technical 
assistance, training and other services to micro and small entrepreneurs  
 To enable them to promote, strengthen and advance their businesses. 
 To fosters exchange of information, partnership development, and fostering 
trade opportunities among all stakeholders. 
SWOT Analysis 
 
STRENGTH WEAKNESS 
1. Experience and support from strong 
parent organisation in Philadelphia 
and Lithonia. 
1. No e-learning model for its courses 
2. Advantage of operating in multiple 
locations like Africa, Caribbean and 
USA 
2. Small number of workforce to 
deliver the service 
3. Wide variety of services like 
Leadership training, IT Training, 
Culture and trade exchange, Referral 
services etc. to cater the need of 
3. Non-profit organisation makes it less 
competitive against commercial 
organisation. 
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target segment. 
4. Good partnership with federal, state 
and city government 
4. Depends upon aid from US and 
Caribbean state. 
 5. Mainly active in Small and Medium 
enterprises sector. 
OPPORTUNITY THREAT 
1. Increase in government funding and  
multilateral donors like world bank and 
African development bank 
1.  Slow economic growth of Sierra 
Leone market 
2. New job creation and economic 
development plan due to political 
stability. 
2. Corruption in the economy restricts 
many western donors plan for aids. 
3. Less well recognise organisation in 
learning and development sectors. 
3. Low entry barriers will increase             
more foreign companies to establish 
their base here. 
4. Shortage of skilled labour in the 
market will create opportunity to fill the 
gap 
 
 
Table 6: AMEN SWOT Analysis (Source: Author‟s Analysis) 
 
4.5.3 EDRA Consultancy 
 
Company Background 
EDRA is a consulting and training firm located in Freetown, Sierra Leone. It 
has a strategic partnership with Business Edge a leading global International 
finance corporation (IFC) training provider. EDRA Consultancy undertakes 
commissioned research and special studies to as their style of working 
(EDRA, 2011). 
 
Company objective 
 To help clients to clarify the vision, develop a sense of mission and determine 
strategies for achieving the organization‟s goals 
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 To helps clients to identify issues to be addressed, determine outputs and 
activities for achieving the desired outcomes and achieving an impact 
 To enables clients to identify their own organization‟s area of expertise and 
flaws, and design interventions for enhancing the organization‟s effectiveness 
 To enables clients to assess the outcomes of their projects, programmes or 
organization goals 
SWOT Analysis 
 
STRENGTH WEAKNESS 
1. Self sustain organisation  1. Small number of workforce to 
deliver the service. 
2. Active in wide variety of service area 
like Leadership development, Strategic 
Planning, Organizational 
Development, project planning etc. 
2. Less reputed as compare to its 
competitors 
3. Serve all the sectors like NGOs, 
government , private as well public 
companies 
3. No e-learning model for its courses 
OPPORTUNITY THREAT 
1. Increase in government funding and  
multilateral donors like world bank and 
African development bank 
1.  Slow economic growth of Sierra 
Leone market 
2. New job creation and economic 
development plan due to political 
stability. 
2. Corruption in the economy restricts 
many western donors plan for aids. 
3. Less well recognise organisation in 
learning and development sectors. 
3. Low entry barriers will increase             
more foreign companies to establish 
their base here. 
4. Shortage of skilled labour in the 
market will create opportunity to fill the 
gap 
 
 
Table 7: EDRA SWOT Analysis (Source: Author‟s Analysis) 
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4.5.4 American Resource Training System, Inc (ARTS) 
 
Company Background 
American Resource Training System, Inc is a human performance consulting 
firm based in Detroit, Michigan. The company wants to enter Sierra Leone 
market with consulting, Training, Computer and Management courses. It is a 
member of African Business Chamber of Commerce (AFCC). It delivers the 
required expertise in need assessments, skills and knowledge gap surveying, 
training audits and design. Through training, educating, assessments, 
consulting, and motivating, it equips individuals with the tools necessary to be 
productive in the workplace, home, and community. The company has 
developed an online e-learning platform through which it can deliver all its 
courses electronically (ARTS, 2011).  
Company objective 
 To help clients develop a real-world solution specific to their industry, 
business and issues 
 To offer service online or on-site through customize training, educating, 
assessment, consulting and motivating. 
 To offer necessary tools to the client in order to be productive in workplace, 
home and community. 
SWOT Analysis 
STRENGTH WEAKNESS 
1. Strong US presence will help the 
company to serve better in Sierra 
Leone 
1. New to the Sierra Leone market. 
2. Wide spectrum of courses in 
Consulting, Training, Computer and 
Management 
2. Small number of workforce to 
deliver the service. 
3. Online e-learning tool for the courses  
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make it competitive in market place. 
OPPORTUNITY THREAT 
1. Increase in government funding and  
multilateral donors like world bank and 
African development bank 
1.  Slow economic growth of Sierra 
Leone market 
2. New job creation and economic 
development plan due to political 
stability. 
2. Corruption in the economy restricts 
many western donors plan for aids. 
3. Less well recognise organisation in 
learning and development sectors. 
3. Low entry barriers will increase             
more foreign companies to establish 
their base here. 
4. Shortage of skilled labour in the 
market will create opportunity to fill the 
gap 
 
Table 3: ARTS SWOT Analysis (Source: Author‟s Analysis) 
4.5.5  Company Capability Profile  
 Key Success factor  Transformations  AFFORD-SL           AMEN                  ARTS 
Innovativeness 
 
Range of Services 
 
Service Quality 
 
Financial Strength 
  
Figure 6: Company Capability Profile (Source: Hooley et al., 2008, p.131) 
The above figure shows the competitive positioning of Transformations Ltd 
with other three competitors viz. AFFORD-SL, AMEN, ARTS. According to 
Hooley et al. (2008) competitive positioning perspective provides an important 
avenue for understanding the competitive behaviour of organisation. 
Transformations Ltd has its strength lies in quality and range of services 
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against its competitors. But the company has to be careful of its competitors 
especially ARTS which is an American based company known for its 
innovative service and very well versed e-learning platform.  
After knowing the market environment Transformations Ltd will needs to 
answer various other questions related to market entry, type of customer, 
ways to attract them and its competitive advantage compared to above 
competitors. The rest of the sections will answer all these questions   
4.6 Entering Sierra Leone‟s Market 
 
Questions 1 to 9 from questionnaire are answered here. 
Before entering any new market, firms need to carefully plan their market 
strategy in order to succeed in competitive environment. In order to do this, 
firms need to be aware of the sequence of moves it should take in that 
marketplace to remain competitive. According to Hambrick & Fredrickson 
(2005) strategies do not call for equal, balanced initiatives on all fronts at all 
times. Instead, usually some initiatives must come first, followed only then by 
others, and then still others. In erecting a great building, foundations must be 
laid, followed by walls, and only then the roof 
 
As seen from environmental scanning there are various challenges which 
Transformations needs to face. The first and foremost is poor infrastructure of 
the country.  
While interviewing Mr Donald Carr an IT training and management Coach in 
UK (Appendix A: Profile 2) said about the current development in Sierra 
Leone 
 “Sierra Leone‟s physical, economic and social infrastructure has 
improved a lot since the end of the war, but it is still poorly developed. Some 
of the nation‟s best human capital has returned to the country but still many 
are abroad. Most of the government institutions still lack capacity and 
continue to be plagued by corruption and an aversion of transparency. 
Currently there are five cellular phone service providers and five internet 
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service providers, including high speed internet. Cellular coverage is not yet 
complete throughout the country and the price of internet services is still quite 
high here. “ 
Sonia Thompson CEO of Transformations Ltd (Appendix A: Profile 1) said in 
her interview that she is looking to develop an e-learning platform for Sierra 
Leone‟s market. Transformations Ltd will needs to find ways to reduce the 
cost if it wants to roll out e-learning packages as there are lot of problem in 
term of power supply, high speed internet, telephone connection in Sierra 
Leone.  
 
Transformations Ltd also has huge responsibility of finding right associate for 
delivering its business in Sierra Leone. 
The results of questionnaire on question about potential associate (Question 
No: 7) were shown in below figure. 
 
  
Figure 7: Histogram of Distribution of Response from Respondent on Future Potential 
Associate (Source: Author‟s Calculations) 
 
 
About 47% of the respondents see Sierra Leone Chamber of Commerce, 
Industry and Agriculture (SLCCIA) as our potential associate due to fact that it 
is major institute in Sierra Leone which serve as a voice of business and 
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provide service to the business. Sierra Leone Indigenous Business 
Association (SLIBA) which was established in 1998 by Sierra Leonean 
business people with the aim of contributing towards improving the lives of 
business people in the country was voted by 28% of respondents. The rest of 
the respondents view was mixed as some of them highlighted about African 
Business Chamber of Commerce (ABCC), Federation of West African 
Chamber of Commerce and Industry (FWACCI) as our potential associate. 
 
Transformations Ltd not only has to capitalize external resources but also has 
to look on internal resources. Mrs Thompson company‟s CEO has more than 
20 years of experience in training industry.  She uses the associate- model to 
keep cost down, working with network of colleague to design and deliver 
programmes (Simmons-Lewis, 2009).  Mrs Thomson said in the interview that 
the company has good experience in all type of training such as classroom 
training, informal training, internal training courses, external training courses, 
coaching, mentoring, behavioural development training and accredited 
training and learning. The only area in which company need to focus is e-
learning method of teaching. She also said that she has experience in on-line 
learning when she work for open university but she need to develop more 
expertise in this as this is major source of differentiation in Sierra Leone. 
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Figure 8: Histogram of Distribution of Response from Respondent on Required Features in 
training provider (Source: Author‟s Calculations) 
 
The respondents were asked to answer the question related to necessary 
features required in training providers. They also had choice as experience of 
trainer, qualification, accreditation, teaching premises and other. As shown in 
above figure, about 38% of respondents said that they value experience as 
deciding factor to judge any training companies followed by 23% and 15% for 
Accreditation and Qualification respectively.  
 
Most of the training companies such as American Resource Training System, 
(ARTS), AFRICARIBE Micro Enterprise Network (AMEN) have multiple 
operational sites which help them to swap resources and get valuable 
contacts. Mrs Thompson (Appendix A: Profile 1)  said in her interview that she 
doesn‟t have much knowledge about Sierra Leone‟s market but has some 
very good contacts there that will help her to access market opportunities. Mr 
Donald Carr (Appendix A: Profile 2) also states the importance of networking 
in Sierra Leone. He said that “Companies like Transformations Ltd who are 
training providers will definitely need good contacts as companies generally 
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take advice from follow companies or their employees in choosing a training 
provider”.    
 
 
Figure 9: Histogram of Distribution of Response from Respondent on Influencing Factors in 
Choosing Training Providers (Source: Author‟s Calculations) 
 
As shown from the above figure about 34% and 28% of respondent said that 
they were referred by either colleague or friends respectively in choosing a 
training provider highlighting the importance of networking in Sierra Leone 
market.  
 
4.7 Entry Route for Sierra Leone 
 
Question No 10 from questionnaire is answered here. 
Transformations Ltd works as an independent limited liability company in UK. 
Most of the employees in Transformations Ltd are on contract basis due to 
predefine peak season and off season. This helps the company to manage 
the resource effectively. 
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Interview with Mr Donald Carr (Appendix A: Profile 2) an IT training and 
management Coach in UK who often visit Sierra Leone revels many useful 
information regarding entry route there. According to him 
 “The best way to enter the Sierra Leone market is to collaborate or 
partner with knowledgeable local representative. It is necessary to use your 
networking in Sierra Lone to set up any business. It is advisable to travel to 
Sierra Leone in person to local people, including Sierra Leone government 
officials to better understand the local environment and ensure success” 
 
The respondent‟s answers also throw lot of useful information regarding 
Sierra Leone entry strategy. 
 
 
Figure 10: Histogram of Distribution of Response from Respondent on Prefer Mode of Doing 
Businesses in Sierra Leone (Source: Author‟s Calculations) 
 
As seen from the above figure. 
Local Agents/Distributors are most common forms of doing business in Sierra 
Leone by foreign companies (46% of respondents). Formal retail and 
wholesale channels are reasonably well developed. Informal channels of 
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distribution are also common, especially outside Freetown. There is little, if 
any franchising in Sierra Leone exception is Coca Cola -- its products are 
ubiquitous. There are very few joint ventures in Sierra Leone. Some foreign 
companies employ direct marketing from offshore, but as said selling through 
representatives or agents are far more common. 
 
From different secondary data analysis like Sierra Leone Chamber of 
Commerce industry and agriculture (SLCCCA) report specify the obligation for 
professional commercial service presence must take the form of partnership. 
The foreign ventures shall have to be competitive and registered institutions in 
their own countries. 
 
After knowing the route of entry to market, companies must know which 
customer to serve and most importantly how to serve them. The next section 
will analyze findings related to this. 
 
4.8 Market Segmentation and Targeting 
 
Question No 11 from questionnaire is answered here. 
Market segmentation and targeting is the essence of successful market. In 
order to serve the right customer, it needs to able to know which type of 
homogenous market groups it wants to serve.  
 
Market Segmentation 
Transformations Ltd currently operational in UK and segments its market in 
term of behavioural and profile. The company mainly engaged itself in 
Business-to-Business (B2B) model. In behavioural segment, Transformations 
Ltd looks for companies who are benefit seeking and have certain perceptions 
& beliefs about training. According to CEO Mrs Thompson “Companies 
generally see the training as a way of improving their employees‟ skill in order 
get more skilled, competent, enabled and motivated staff producing high 
quality services and products efficiently and effectively”. 
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In profile segment, Transformations Ltd generally have trainee from different 
socio-economic class. They are either at very top level in position such as 
director or CEO having very good income or middle level managers who want 
to enhance their skills on specific skill set and can afford to have multiple 
training. 
 
Figure 10: Pie chart of Respondent‟s Background having Relation with training industry 
(Source: Author‟s Calculations) 
 
 
As seen from above pie chart, most of the respondents who were related to 
training industry directly or indirectly were from behavioural and socio-
economic segment (Question No 3). Sierra Leonean companies look for 
benefit from the training, they always look for a trainer who have rich 
experience in their field and have excellent track record of successful 
providing training to other companies. The market can also be divided into 
socio-economic basis as most of the respondent highlighted the issue of 
price. The market is price-sensitive and only those companies who are doing 
well opt for external training. 
 
Targeting 
As Transformations Ltd targets different group of people it uses different 
marketing mix for its target market in UK.  The below paragraphs give a detail 
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explanation about different marketing mix used in UK and marketing mix 
needed for Sierra Leone. 
Product 
Transformations Ltd caters the need of its customer‟s base in UK by providing 
them with variety of services which suit tem accordingly. The services include 
Management and Leadership training, Coaching and Mentoring, Team 
building, presentation skills, stress management and train the trainer. 
According to Mrs Thompson “if customers is looking for short term training 
they customize the package with those training which will not take more than 
one day but if customers look for long term contract with Transformations than 
in addition to the training material the company provide coaching and 
mentoring to the individual employee of that company on regular basis.”  
 
On other hand, in Sierra Leone most of the respondents emphasised on 
short-term courses that can last no longer than half or maximum one day. The 
reason they gave is less awareness towards professional training and 
unavailability of time with the employees. According to the report by US 
Embassy Sierra Leone (2011) companies in Sierra Leone are always in 
shortage of skilled professionals as most of them are brain drain to developed 
countries. 
 
Price 
Mrs Thompson explained that “the companies are now price conscious. 
Fewer companies approach for professional and organisational training as 
most of them relies on internal trainer.  Transformations Ltd now supplies a 
complete package for the companies on ongoing basis which means that they 
used to sign an agreement with the trainer for all the training with reasonable 
price.” 
In case of Sierra Leone, market is price-sensitive. Even though there is less 
competition in the market, companies are unwilling to spend large money for 
training purpose. 
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Place 
According to Mrs Thompson on question of where training used to takes place 
she explained that “Generally Transformations Ltd used to train people 
outside the company‟s premises like in hotel or in conference room. Some 
training does take place inside the company‟s premises.”  
In Sierra Leone, most of the public and private companies as well as NGOs 
are located in big cities like Freetown, the capital of Sierra Leone. Due to this 
reasons most of the training providers are located here. 
 
Promotion 
Transformations Ltd used different advertisement techniques in UK but most 
of their businesses come from website and through personal contacts. 
According to Mrs Thompson “It is very difficult to compete directly with big 
companies as they have very strong contacts in the industry but small 
companies do get subcontracts from these big companies” 
Most of the respondents regarding the question on preferred mode of 
advertisement in Sierra Leone, vote for Radio followed by television and 
billboard advertisement. Mr Donald Carr (Appendix A: Profile 2) also said 
about radio and television as preferred mode of advertisement. The training 
companies, who have good proportion of customers, engage themselves in 
advertisement more frequently than other training providers. 
The advantage the Transformations Ltd is getting from this multiple 
segmentations is that it can diversify the risk by not relying on only one type of 
customers.  
 
4.9 Positioning and Differentiation 
 
Question No 12 to 14 from questionnaire are answered here. 
The next step in the communication of an offering is to specify the key 
benefits offered to the target segments and to consider how to differentiate it 
from the competitors (Rayport and Jaworski, 2003).  Mrs Thompson said in  
the interview on question of positioning that Transformations Ltd is known as 
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a provider of high quality customize services in management and leadership 
development . She also said that she is hopeful to continue this legacy of UK 
to Sierra Leone.  Respondent from the questionnaire give positive sign 
regarding British qualification (Question No 14). Most of them think it as a sign 
of foreign qualification which will help them in career progression   
 
 According to US Embassy Sierra Leone (2011) report most of the foreign 
companies and their local agents use electronic media and sometime popular 
music artists for communication of their brand. Attractive payment/financing 
arrangements may be crucial in selling consumer products and services, 
since Lebanese, European and Nigerian competitors who offer some 
incentives dominate the market. Competitive pricing often determines 
purchasing decisions in a low per capita income country.  
 
According to the CEO Mrs Thompson regarding mode of service offered and 
differentiating factors in UK, she said that 
“Around 95% of cases Management and leadership training is done face-to-
face and we are invited either at company premises or arranged by the 
company in some hotels. The two things which differentiate us from rest of our 
competitors in UK are quality of training and customize courses. We believe in 
doing repeat business and ensure that all the people who attend our training, 
coaching or mentoring class have complete satisfaction from our courses. We 
also believe in getting regular feedback from our potential customers and if 
possible tailored our course according to their specific requirement.  Our 
company is planning to enter Sierra Leone with range of blended learning 
materials with focus on e-learning and we believe that Sierra Leonean will be 
prepare to pay for British certificate because of its universal acceptability. This 
can be thought as a differentiating factor in Sierra Leone.” 
 
From the answer to the questionnaires sent the following results can be 
obtained  
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Respondent were asked in what ways training companies try to differentiate 
themselves from their competitors: by setting lower price (hence, focusing 
more on price-sensitive customers), by providing higher quality (hence, 
focusing more on quality conscious customers), by way of delivering such as 
on-line or face-to face (hence, focusing on location of customers) or any other 
way (like quantity of services, trust or loyalty with customers). At the same 
time they have to specify which parameter they value most: Course‟s Price, 
Quality of teaching, Course‟s content or anything else. 
The below histogram throw many interesting results found. 
 
 
Figure 11: Histogram of Distribution of Response from Respondent on Prefer Mode of 
Training and Deciding Factors in Choosing Trainer (Source: Author‟s Calculations) 
 
From above figure it can be clearly seen that percentage of respondents who 
chose answer “Price” and “Quality” are almost same. There is one another 
interesting result come from this survey, respondents whose had designations 
of senior manager has limited interest on getting more qualification whereas 
middle managers where very eager to do other qualification especially foreign 
qualification. Most of the respondents about 43% chose “Blended learning” as 
preferred way of training as compare to 34% who said “face-to-face” is best 
way of training people.  
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4.10 Profit Generation 
 
Question No 15 from questionnaire is answered here. 
As Sierra Leone is price sensitive market, attractive payment arrangement 
may be crucial in delivering service. Competitive pricing should be key factor 
in availing service in a low per capita income country like Sierra Leone. 
Moreover, as said in above paragraphs the company is planning to develop e-
learning materials which will drastically reduce the price of getting 
management and leadership qualification from overseas.  
 
 
Figure 12: Histogram of Distribution of Response from Respondent on choosing same 
Training Providers (Source: Author‟s Calculations) 
 
One important area company needs to focus in Sierra Leone is repeat 
business. As shown in the above figure 58% of respondent said that they 
would like to go to same training provider if they like there services. According 
to Mrs Thompson that Transformations Ltd is very good in doing repeat 
business in UK, company has to use this expertise to increase business in 
Sierra Leone. 
 
Transformations Ltd is confident about its unmatchable training expertise in 
providing British qualification. As said in the above paragraphs that the 
 
International Marketing Strategy 
Transformations Ltd.  
 
  
 
Page 63 of 96 
Mohammed Touqeer Alam 
 
company is planning to develop customize e-learning materials for Sierra 
Leone which will distinguish it from the rest of the competitors and will help it 
to generate profit.  
 
4.11 Chapter Summary 
 
The chapter summarized the finding of the primary data such as interview and 
questionnaire as well as supplementary data such as annual report, press 
release, and journals regarding Transformations Ltd marketing strategy in 
Sierra Leone. The chapter in fact tried to look on present marketing strategy 
adopted by Transformations Ltd in UK and tried to find the necessary 
measures to be taken in order to strengthen its position in Sierra Leone. It can 
be concluded that the company has to use its strength in targeting the right 
audience in Sierra Leone. The company has to use agent, which is most 
preferable form to enter Sierra Leone as their representative. The company 
has to clearly portrait their unique selling point which is quality and customer 
loyalty in Sierra Leone to be way ahead from its competitors. Lastly, 
Transformations Ltd needs to carefully analyse different profit generating 
sources such as e-learning platform which will fit with price-sensitive Sierra 
Leone market.  
In the next chapter, the implication of the findings of this research will be 
discussed and presented based on literature review on marketing strategy. 
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5.0 Finding and Discussions 
5.1 Chapter Introduction 
 
The entire research paper tried to find out the answers for the five 
research questions viz. necessary sequence of move before entering, 
entry route to the market, market segmentation & targeting, positioning 
and differentiation and lastly, ways of generating profit in Sierra Leone. 
The purpose of this chapter is to summarize all the findings in term of 
research questions from the literature review, interviews, questionnaire 
and secondary data and make an overall International marketing 
strategy for transformations Ltd in Sierra Leone. This chapter also 
create a holistic internationalization framework on question related to 
necessary sequence of move before entering.  
 
 
5.2 International Marketing Strategy 
 
Strategic planning means looking at ways to achieve growth of the firm 
(Ghauri and Cateora, 2010).  According to Porter (1996; p. 61-78) 
“Strategy is creating fit among a company's activities. The success of a 
strategy depends on doing many things well…and integrating them”. 
 
This research paper uses Hambrick & Fredrickson Model as a strategy 
framework to formulate international marketing strategy. According to 
Hambrick & Fredrickson (2005) “There are abundance of frameworks 
to analyse the strategic situations like five forces analysis, core 
competencies, hyper competition, the resource-based view of the firm, 
value chains, and a host of other helpful, often powerful, analytic tools.' 
Missing, however, has been any guidance as to what the product of 
these tools should be-or what actually constitutes a strategy”. 
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Thus a strategy consists of an integrated set of choices, but it is not a 
catchall for every important choice an executive faces. As Figure 13 
portrays, the company's mission and objectives, for example, stand 
apart from, and guide, strategy. Similarly, because strategy addresses 
how the business intends to engage its environment, choices about 
internal organizational arrangements are not part of strategy. These 
are critically important choices, which should reinforce and support 
strategy; but they do not make up the strategy itself (Hambrick & 
Fredrickson, 2005).  
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Staging (What will be our sequence of moves?) 
 Research Question 1 
 
 
 
 
    Vehicles (How will we get there)     Economic Logic  
Research Question 2            (How will we obtain our returns) 
       Research Question 5 
Arena (Where will be active) 
Research Question 3 
 
Differentiator (How will we win marketplace) 
    Research Question 4 
   
                
(A Holistic Internationalization Model) 
 
Cost of e-learning material  Competitive Resources      Networks 
(TCE)    (RBV)    (N/W Approach) 
 
 
 
Figure 13: International Marketing Strategy Framework (Source:  Adopted from 
Hambrick & Fredrickson, 2005) 
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5.2.1 Mission Vision and Values 
 
Vision and mission statements have gained recognition as tools of 
strategic importance. What is contained in these statements is 
important because of their influence on people behaviour and resource 
allocation (Bart, 1997). On the other hand, the values drive thinking 
and creativity of all those involved in the organizations (Wall, Solum 
and Sobol, 1992). 
Thus summarizing the mission, vision and values statement as stated 
in Transformations Ltd website http://www.trans-formations.co.uk/. 
 
Mission 
To provide world-class training in management, leadership and 
organisational development which will satisfy and exceed the 
expectation need of an organisation in all measures. 
Vision 
To become company of choice for training in personal, professional 
and organisational development programme. 
Value 
 We're passionate about customers and our employees 
 we believe in sustainability of knowledge, skills and resources 
 We take pride in how we work  
 We will strive to be the best  
 We value each other  
 Innovation drives our future and inspires our present 
 
5.2.2 Objectives 
 
According to (Basil,1965; Herbert, 1967; Raven & Rietsema, 1957) the 
establishment and identification of objectives are important to the 
efficient functioning of the entire organisation.  Here the objectives are 
used as a guiding factor in designing our research questions  
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According to CEO Mrs Sonia Thompson (Appendix A: Profile 1) 
Transformations Ltd is looking to achieve following objectives from 
Sierra Leone market. 
 To serve the right customers who value and trust our resources 
and capability. 
 To position ourselves as market-leader in management and 
leadership training organisation. 
 To change the way training in done currently by introducing 
efficient and cost-effecting e-learning platform for our customers. 
 To reduce cost base and improve profitability. 
 To be the best place to work at for our employee. 
 
5.2.3 Environmental Analysis 
 
Development of firm‟s international competitiveness takes place 
interactively with the environment. The firm must be able to adjust to 
competitors, customers and public authorities (Hollensen, 2007). Thus 
Transformations Ltd needs to know and work accordingly to Sierra 
Leone‟s market environment, if it wants to pursue all its objectives 
given in the above paragraph. According to Brownlie (1999)  
“Environment analysis is responsible not only for generating an up-to 
date database of information on the changing business scene. It also 
has the job of altering management to what is happening in the 
marketplace, the industry and beyond by disseminating important 
information and analyses to key strategic decision maker and 
influencers”. 
As seen from environmental analysis in Data Analysis chapter, Sierra 
Lone is emerging market with current political stability and favourable 
business environment. There is less competition in the market with 
shortage of skilled person providing opportunity for learning and 
development companies to grow rapidly in the market. There is 
abundance chance for Transformations Ltd to use its strength and 
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experience in learning and development in Sierra Leone market. But on 
other side, poor infrastructure, corruption in the society, less foreign 
aids and low entry barriers in the markets are some of the major 
problems which Transformations Ltd will have to face in the market. 
The following sections will discuss all the pros and cons as said above 
in the Sierra Leone‟s market and will provide optimal solution for 
Transformations Ltd to undertake all these. 
 
5.2.4 Sequence of Move  
 
Cost of e-learning material  Competitive Resources        Networks 
(TCE)     (RBV)    (N/W Approach) 
 
                  
 
Figure 14: Holistic Internationalization Model (Source:  Author‟s Creation) 
 
For answer to the research question about necessary sequence of 
move for Transformation Ltd before entering Sierra Leone, a holistic 
model is created based on Transaction Cost Analysis (TCA) Model 
(Dunning, 1977; 1988), Resource Based View (RBV) (Barney, 2007; 
Dierickx & Cool, 1989; Peteraf, 1993) and The Network model 
(Johanson and Mattsson, 1988). The purpose of this model is to 
specify different steps needed by Transformations Ltd to enter Sierra 
Leone. 
 
The first and major hurdle for the company is to find the right agent or 
potential associate in Sierra Leone. According to Dwyer and Oh (1988) 
(see Chapter 2 Literature Review- section 2.1.1 Transaction Cost 
Analysis) transaction costs emerge depending on the availability of 
associate in the market. If there are more associates and there is threat 
of replacement, transaction cost is low but when associate is less then 
transaction costs tend to increase due to less competition. 
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In Sierra Leone there are very few associates who can collaborate with 
the company (see Chapter 4 Data Analysis- section 4.6 Entering Sierra 
Leone‟s Market) and deliver the required training which according to 
the theory will increases the cost. After analyzing the data in Data 
Analysis chapter two associate viz. Sierra Leone Chamber of 
Commerce, Industry and Agriculture (SLCCIA) and Sierra Leone 
Indigenous Business Association (SLIBA) were identified as our 
potential associate. Another thing which will add to cost is poor 
infrastructure such as unreliable power supply, high internet cost, high 
company set up cost as highlighted by Mr Donald Carr (Appendix A: 
Profile 2) an IT training and management Coach in UK in his interview 
(see Chapter 4 Data Analysis- section 4.6 Entering Sierra Leone‟s 
Market). Transformations Ltd need to consider all this as a major factor 
while devising its Pricing Strategy. 
 
The next step for Transformations Ltd is to think how it can capitalize 
its internal resources to win the market place. Transformations Ltd has 
more than 20 years of expertise in providing training in UK (see 
Chapter 4 Data Analysis- section 4.6 Entering Sierra Leone‟s Market). 
The internal resource capability of Transformations Ltd can be thought 
as source of competitive advantage which is in accordance with Barney 
(2007), Dierickx & Cool (1989), and Peteraf (1993)  who claim that 
resources that are valuable, rare, very costly to copy or inelastic in 
supply are a source of competitive advantage (see Chapter 2 Literature 
Review- section 2.1.3 Resource Based Theory).  CEO Mrs Sonia 
Thompson (Appendix A: Profile 1) also stated that they need to 
develop expertise in e-learning mode of training as they don‟t have 
extensive exposure to this platform. 38% of the response in the 
questionnaire highlighted that companies who distinguish itself in term 
of experience are doing good business (see Chapter 4 Data Analysis- 
section 4.6 Entering Sierra Leone‟s Market).  Developing internal 
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resource capability is considered as a necessary step for a company 
engaged in training and development sector. 
 
The respondents of the questionnaire highlighted the importance of 
networking (see Chapter 4 Data Analysis- section 4.6 Entering Sierra 
Leone‟s Market) through which Transformations Ltd can drive its sale 
and has easier access to market knowledge. Hollensen (2007) also 
states that companies get access to resource and market knowledge 
through their network position.  
 
Thus the above holistic internationalization model provides sequence 
of move necessary for Transformations Ltd to consider before entering 
Sierra Leone‟s market. For example, the Transaction Cost Analyses 
(TCA) Model (Dunning, 1977; 1988) creates awareness regarding 
different cost issues like finding right associate, unreliable power 
supply, high internet price etc. prior to entering Sierra Leone.  
Resource Based View (RBV) (Barney, 2007) draws attention on 
increasing the internal resource capability in order to gain sustained 
competitive advantage (Porter, 1990; Prahalad and Hamel, 1990). 
Lastly, the network model signify the importance of networking through 
which new business can be easily achieve as most of the respondent 
agree with getting more business through better networking. 
 
5.2.5 Market Entry Route 
 
After knowing what need to be done before entering the market, the 
next question is what will be the best route to enter the market? Most of 
the foreign companies use local agent and distributors to do business 
in Sierra Leone (see Chapter 4 Data Analysis- section 4.7 Entry Route 
for Sierra Leone).  Interview with Mr Donald Carr (Appendix A: Profile 
2) an IT training and management Coach in UK who often visit Sierra 
Leone also emphasis that it is better to collaborate with local 
representative who know local market well.  As seen from Environment 
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Analysis section that Sierra Leone infrastructure is poorly developed 
but due to current political stability country is improving its 
infrastructure. Johanasson (2000) argues that for emerging market who 
recently open up due to political changes , have minimum well- 
established infrastructure and lack distribution alternative the best entry 
mode for them is joint venture or wholly owned subsidiary or Indirect 
export.  
But in case of Sierra Leone, from the above analysis the best entry 
mode is through local agent and representative thus contradicting the 
argument given by Johanasson. 
 
5.2.6 Market Segmentation and Targeting 
 
Segmentation  
Transformations Ltd currently does not see any market growth 
opportunity in UK. In the current economic recession of 2011, 
companies are mostly relying on internal trainer or to those training 
provider who have long business relationship with them (Keynote 
Training Report, 2011). According to CEO Mrs Sonia Thompson 
(Appendix A: Profile 1) current economic recession is one of the factors 
for business development in Sierra Leone. Most of the potential 
customers in Sierra Leone fall under behavioural and socio-economic 
segment (see Chapter 4 Data Analysis- section 4.8 Market 
Segmentation and Targeting).  Customers under behavioural segment 
look for experience and quality trainer and believe that the training will 
accelerate their career growth whereas customers under socio-
economic segment consist of middle-level manager who have sufficient 
income to bear the costs. Transformations Ltd has to use its strength 
which is customized training courses and customer retention and 
experience of 20 years to gain maximum advantage in the market (see 
Chapter 2 Literature Review- section 2.4 Market Segmentation and 
Targeting).   
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Targeting 
Transformations Ltd has very good reputation with its customers and 
usually gets repeat business from them in UK (see Chapter 4 Data 
Analysis- section 4.8 Market Segmentation and Targeting).The 
Company has identified various courses which suit the customers‟ 
preferences and used to deliver the training in most accessible places 
all over UK. Transformations Ltd will find it easy to deliver its training in 
Sierra Leone as most of the businesses are based in capital city called 
Freetown (see Chapter 4 Data Analysis- section 4.8 Market 
Segmentation and Targeting). The company needs to introduce 
affordable training materials that will suit this price-sensitive market in 
order to establish a long-term, positive interaction with customers (see 
Chapter 2 Literature Review- section 2.4 Market Segmentation and 
Targeting).   
5.2.7 Positioning and Differentiation 
Transformations Ltd is in good position to sell its training to Sierra 
Leonean as British accreditation is a sign of foreign qualification for 
majority of people surveyed (see Chapter 4 Data Analysis- section 4.8 
Market Segmentation and Targeting). Transformations Ltd can position 
itself as a symbol of specific foreign culture which is in accordance with 
Aldenet et al. (1999) Foreign Consumer Culture Positioning (FCCP) 
which posits that brand‟s whole personality, use occasion, and/or user 
group are associated with a foreign culture. The company also need to 
market itself through various promotion and advertising (print and 
electronic media) in order to create the image of the services and its 
quality in customer mind (see Chapter 2 Literature review- section 2.5 
Positioning and Branding). For advertising purpose Transformations 
Ltd can use Radio and Newspaper. According to US Embassy Sierra 
Leone (2011) In Sierra Leone Radio is most popular form of advertising 
followed by newspapers which also carry a large amount of advertising 
copy 
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The company not only have to win customer‟s mind but also have to 
sustain it. According to Porter (1985) if a firm what to attain sustained 
competitive advantage it either have to adopt cost-leadership strategy, 
differentiation strategy or focus strategy (see Chapter 2 Literature 
review- section 2.6 Sustainable Competitive Advantage). According to 
CEO Mrs Sonia Thompson (Appendix A: Profile 1) Transformations Ltd 
is planning to provide accredited British  Leadership and Management 
qualifications starting potentially at level 7 (Masters level – for Senior 
Managers) to level 5 (for Middle Managers) and if required lower levels 
such as first line management and team leading/supervision. 
The company seems to be very focus on its service delivery in Sierra 
Leone. Seeing the expertise of trainer in Transformations Ltd, who 
have more than 20 years of experience in this field, can perform this 
task quite comfortably.   
The respondents of the questionnaire who have designation of senior 
managers and above had little interest in getting any other qualification 
but middle managers were very enthusiastic about the qualification and 
were ready to pay premium price for the service (see Chapter 4 Data 
Analysis- section 4.9 Positioning and Differentiation).  
Based on this company has to adopt focus differentiation strategy 
which according to Johansson (2000) “The firm perform activates in a 
unique way that create greater buyer value and command a premium 
price”. 
Thus Transformations Ltd can differentiate itself based on British 
certification and providing convenient and accessible mode of learning 
through e-learning platform and can charge premium  
 
5.2.8 Profit Generation 
 
The company is known for is customized and quality training material in 
UK, building on that company want to roll out customize e-learning 
materials for senior and middle managers in Sierra Leone. The cost of 
training through e-learning is almost one fourth as compared to 
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traditional face-to-face learning (Keynote Training Report, 2011). This 
will help Transformations Ltd to generate profit as it will create 
competitive edge from its competitors. This is because only one 
competitor American Resource Training System (ARTS) uses e-
learning methodology to train people (see Chapter 4 Data Analysis- 
section 4.5 Competitor Analysis).According to Hambrick & Fredrickson 
(2005) “profit that it's not enough to generate a long list of reasons why 
customers will be eager to pay high prices for your products, along with 
a long list of reasons why your costs will be lower than you 
competitors'. Unless there's a compelling basis for it, customers and 
competitors won't let that happen”. Respondents also show great 
interest in e-learning training (see Chapter 4 Data Analysis- section 
4.10 Profit Generation) as it will give them more space to learn with 
their own pace and they can repeat it whenever they do not understand 
anything.  
 
5.3 Chapter Summary 
 
The chapter analyze and interprets the finding from the interview, 
questionnaire and secondary data. Most of the research findings are 
compared and sometime contradict with existing theories in order to 
better understand the market strategy for Transformations Ltd. Based 
on this, the recommendation and limitation of the study will be 
presented followed by the conclusion section. 
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6.0 Recommendations 
Based on the discussion mentioned above, following recommendations have 
been summarized 
 
6.1 Short Term Recommendations 
 
 Transformations Ltd needs to look on ways to reduce initial cost 
considering the poor infrastructure of Sierra Leone. 
 Transformations Ltd should think on increasing its internal resource 
capability as experienced and qualified trainer can give an edge over 
its competitors. 
 Transformations Ltd should focus on networking in Sierra Leone as it 
can drive sales and provide easier access to market knowledge. 
 Transformations Ltd should focus on customer retention and doing 
repeat business as most of the customers don‟t change their trainer if 
they are satisfied with trainer‟s service. 
 The best entry route for Transformations Ltd is through local agent. 
Thus company needs to form strong relationship with them by ways of 
exchanging resources. This way will also help the company to get first-
hand knowledge of market environment 
 Transformations Ltd should position itself as a strong British 
qualification brand which will help the company to get an edge over its 
competitors. 
 Transformations Ltd can use Radio and Newspaper for promotion of its 
brand as these are major source of advertisement in Sierra Leone. 
 Transformation Ltd should stress on blended learning as this form of 
learning will dominate in near future with focus on e-learning due to 
less cost in implementing it and will thus help the company to remain 
competitive in market. 
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6.2 Long Term Recommendations 
 
 As Transformations Ltd should work on focus-differentiation strategy to 
gain maximum advantage from the market, it should keep in mind the 
price-sensitiveness of Sierra Leone market. The company needs to 
keep on checking market‟s pulse so that it can adjust the price of its 
services accordingly. 
 
 Due to ease of entry, market will become more and more competitive. 
Transformations Ltd will then need to start formulating strategy on the 
basis of Customer Intimacy, which means that segmenting and 
targeting more precisely and then tailoring offering to match exactly the 
demand of those niches (Teracy&Wiresema, 1993).  
 
 Transformations Ltd should not restrict itself on Sierra Leone but can 
also approach other close market like Nigeria and Ghana which are 
better developed and more growth opportunity can be seen there. 
 
 Transformations Ltd should always look to work independently by 
getting as much information as possible quickly and accurately 
regarding market knowledge. 
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7.0 Limitations 
 
Following are the main limitations for this study 
 The main limitation for this study was time constraint considering the 
number of issues being covered. This was especially felt in getting 
response of questionnaire, as delay in this prevented the researcher 
from getting the complete picture during data analysis. If more time 
was there, more interviews and response could have been collected. 
 
 The other limitation was in getting updated information about Sierra 
Leone‟s current business environment. Some of the data are old as 
most recent data was unavailable for public access. For example, 
pricing of competitors products could not be found due to unavailability 
of data. 
 
 The sample selection within the industry may affect the result. As said 
by Kerin et al, (1992) that selectivity bias is common in industry 
studies.  
 
 The result would have been more accurate if there had been chances 
of meeting and interactive with people and companies personally in 
Sierra Leone. 
 
 Various issues covered in the report (in form of research question) 
could each form a separate study and there is possibility of looking in 
these areas for future research.  
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8.0 Conclusion 
The study devises an international marketing strategy for Transformations Ltd 
for its entry in Sierra Leone market. The results found from primary data 
(interview and questionnaire) and secondary data (journals, articles, websites 
etc.) are well analyzed with current literatures by prominent scholars to order 
to form this strategy. For better understanding of this strategy, it is break into 
five research questions viz. necessary sequence of move before entering, 
entry route to the market, market segmentation & targeting, positioning and 
differentiation and lastly, ways of generating profit in Sierra Leone. 
 
The international market strategy suggests taking various necessary steps 
before entering Sierra Leone such as finding local potential associate which is 
important to term of easy access to market knowledge, adjusting to local 
culture and networking with local companies. The strategy further suggests in 
improving internal resource capability for the company as this is very 
important differentiating factor in learning and development sector. 
 
The best entry mode suggested for Transformations Ltd in Sierra Leone is 
through local agents and representative as this is most preferred way of doing 
businesses in Sierra Leone. Transformations Ltd needs to target behavioural 
and socio-economic segment as this type of customers fall under senior and 
middle managers level and looks to upgrade their experience through 
continuous learning. The mode of teaching plays an important role in Sierra 
Lone as this will help Transformations Ltd to differentiate from its competitors. 
Most of the competitors currently use face-to-face learning methodology and 
therefore e-learning methodology of teaching will give Transformations Ltd a 
competitive edge from rest of its competitors.  
 
Transformations Ltd has also get advantage for being a British company as 
British qualification is regarded as sign of greater achievement in Sierra 
Leone. Thus Transformations Ltd needs to very focus in term of its customer 
and should continuously customize its training course in order to meet the 
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need and demand of its target generation. This will help the company to 
generate profit and hence achieving sustainable competitive advantage. 
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Appendices 
 
Appendix A: Curriculum Vitae  
Profile 1:  
 
Sonia Thompson, M.A., Cert Ed, BSc (Hon) is the owner of Transformations 
Ltd, she is a trainer, coach and professional researcher. A qualified trainer 
and coach she has over twenty year‟s expertise in working as a Senior 
Lecturer in British universities as well as experience of External Examining at 
two universities. She has recently won a book contract on coaching and 
mentoring within organisations which is due for completion in 2009. With 
substantial knowledge and experience of working with diverse communities 
she has been a Board Director of an NHS Primary Care Trust and a Director 
for programme management and finance in a regeneration company 
operating in a multicultural neighbourhood. Sonia is a Business Mentor for 
Nottinghamshire Business Mentor and is currently the regional Vice Chair of 
Women in Management (part of the Chartered management Institute). In 2007 
she established African-Caribbean Women Entrepreneurs (AWE) a well 
received business network for African-Caribbean women and more recently 
has been appointed as a Woman of Influence by the National Black Women‟s 
Network.   
 
 Profile 2:  
Donald Carr is a professional IT Trainer and Management Coach in UK. He 
has an experience 13 years in Training and Development environment. Prior 
to this he was in construction business in Sierra Leone. He often visits Sierra 
Leone for business purpose. Last time he visited Sierra Leone on April 2011.  
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Appendix B 
    Sample Questionnaire  
Part1: Background Information (Segmentation) 
 
Questions Response 
1. Name   
2. What is your title within the 
organisation? 
 
3. Briefly describe the industry 
you are working in. 
 
4. How long have you been in this 
industry 
 
5. Can I contact you again if I need 
any clarification from you? 
Please choose one of the following 
Yes 
No 
 
Part2:  Transformations‟ sequence of move before entering Sierra Leone 
 
Questions Response 
6. How will you describe the 
current infrastructure of Sierra 
Leone in term of political, social 
and educational term? 
 
7. Which of the following 
organisation do you think will 
best support us?    
Please choose one of the following 
options: 
a. SLCCIA 
b. SLIBA 
c. ABCC 
d. FWACCI 
e. Others 
 
Please provide reasons. 
8. From following options, which Please choose one of the following 
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is the most important factor for 
judging a training company 
options: 
a. Experience 
b. Qualification 
c. Accreditation 
d. Teaching Premises 
e. Others 
 
If Others please specify 
9. From following options,  who is 
the most influence factor in 
choosing a training company 
Please choose one of the following 
options: 
a. Internet 
b. Friends 
c. Colleague 
d. Others 
 
If Others please specify 
 
Part3:  Entry‟s route for Transformations Ltd in Sierra Leone 
 
Questions Response 
10. In your view, what is the most 
common form of doing 
businesses in Sierra Leone? 
Please choose one of the following 
options: 
a. Local Agent/ Distributer 
b. Franchising 
c. Retail/ Wholesale channel 
d. Direct marketing 
e. Licensing 
f. Joint venture 
g. Others 
 
If Others please specify 
 
Part4:  Segmentation and Targeting 
 
Questions Response 
11. What is most preferred way of 
advertisement in Sierra Lone 
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Part5:  Positioning and Differentiation 
 
Questions Response 
12. What is the deciding factor form 
the following will play a role in 
selecting a training company  
Please choose one of the following 
options: 
a. Quality 
b. Price 
c. Course‟s content 
d. Course‟s length.  
 
Please provide reasons 
13.  From the following which is the 
preferred mode of learning for 
you. 
Please choose one of the following 
options: 
a. Face-to-Face 
b. Online 
c. Blended learning 
d. Others 
 
If Others please specify 
14. Would you go for British 
qualification if there is chance 
to do it? Please explain 
 
 
Part6:  Profit Generation 
 
Questions Response 
15. Would you go to same training 
provider if you like there 
services  
Please choose one of the following 
options: 
a. Yes 
b. No 
c. Can‟t Say 
 
Please provide reasons 
 
